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NEWSPAPER TYPES——-A STREET-CAR STUDY. 


The Editor Gets a Present.—Some 
firm ‘‘ down east’ sent us a complete pattern 
for cutting dresses. Just think of it. 
Imagine the crimson blush that overspread 
the dark brown countenance of the bachelor- 
editor as he unrolled the perfumed tissue 
sheet, and beheld the daintly drawn lines 
representing a draft warranted ‘‘to fit all 
female forms, sizes and conditions.” Ge- 
whillikins,— Whitewater (Kan.) Tribune. 


A_ Disappointment. — Reporter : 
Here’s an item about Mrs. Jones’ suspenders 
falling off in church. 

Editor—Throw it out. I'll bet a dollar 
nothing dropped.—A t/anta Constitution, 


Mother-in-Law (who has just called) 
—So your wife will not return for several 
hours? 

Son-in-Law—No. 

Mother-in-Law—Do you know where she 
has gone ? 

Son-in-Law.—No, there are several stores 
advertising bargain sales in to-day’s papers.— 
Fashions, 


A Forced Suspension.—‘‘ No paper 
will be issued during the next two weeks,” 
writes a weekly editor. ‘‘ Our street tax was 
$1, and, failing to pay it, we were sentenced 
to work the road fifteen days, but, as the 
county is boarding us, we expect to come out 
$6 ahead.”"—A santa Constitution. 


THE POWER OF INK, 


byron. 
“A drop of ink 
May make a million think !’’ 


Cynicus. 
“And put by Scribblers into 


verse, 
Would surely make two mil- 
lions curse.”’ 
—Life. 


Maxgs Its Own Trovus.e. 
“ That’sa mighty poor cir- 
cular you have to advertise 
your eye-wash.” 


“It is soillegible it gives a 
man sore eyes to read it.” 

* Well, isn’t that good for 
the eye-wash ?”"— Harper's 
Bazar. 

She—Isn’t that sign over 
the door—“Gent’s Clothing” 
horrible English ?”’ 

He—Oh, no; that’sa three- 
dollar-pants house.—Smith, 
Gray & Co's Monthly. 


A dry goods merchant advertises 
that he is selling cashmere for mere cash.— 
Fashions. 


‘* What's the field for a newspaper 
here ?”’ 

** Well, the last editor used to complain a 
good deal, but he didn’t know when he was 
well off, for when he died he had a coffin 
painted red, with steel hinges for handles, 
and a whole express wagon for a hearse !”’— 
Atlanta Constitution. 


One of Doctor Warner’s corsets is 


known as the “ four-in-hand.”” One in our 
arms suits us the best, Doctor.—Fashions. 


An absent-minded printer once made 
the line “* From ve to gay, from lively to 
severe,’’ read ** From grave to gay, from pica 
to brevier.”"—Printing Times. 

Absolutely Nothing. — Fervid: I 
wrote a poem on a bathing dress the other 


ay. 

Punsoa—Did the editor accept it? 

Fervid—No, He said there was nothing to 
it.—Brooklyn Life. 

‘* Judy” knows a compositor whose 
one aim in life is to revise a proof of the 
pudding. 

Quill—Does Desk write poetry, now? 

Screed—No ; he wrongs it, same as ever.— 
Smith, Gray & Co's Monthly 
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. Pays Best 
to Advertise 


by the year in country papers. 









The price for yearly advertising is very low; 


quite a section of country can be thoroughly coy- 
ered for a very reasonable amount of money. The 
same people read the local papers week after 
week, so that by yearly advertising an impression 
is made upon these readers which is lasting and 
profitable, and which cannot be obtained through 
transient announcements. 


To secure and hold on to country trade, ad- 


vertise in the local newspapers by the year. 


The Cost? 


That depends somewhat upon the size of the advertise- 
ment and how placed. 

To illustrate : A two or three-inch advertisement can 
be inserted for an entire year in the {400 local 
papers of the ATLANTIC COAST LISTS for thirteen 
cents per line per paper, being at the rate of only a 
quarter of a cent a line an insertion, or $3.50 per 


week for the entire ATLANTIC COAST LISTS of 
{400 papers, reaching more than one-sixth of the 
reading population of the United States outside of 
large cities. 

Copy can be changed weekly at no extra cost. 

One electrotype, one order, does the business. 





Atlantic Coast Lists, * ver Non. 
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MONEY SPENT IN RAILROAD 
ADVERTISING. 
By Milton Ff. Platt. 


It must be clear to the most ordinary 
mind that the value of our newspaper 
columns as advertising mediums is 
fully demonstrated by the freedom 
with which they are used by the rail- 
roads of the country. To such an 
extent are the daily and weekly papers 
patronized that the railroad advertise- 
ment is really a prominent part of the 
publications themselves. 

This is not a new feature, either. 

Railroad companies, appreciating 
the importance of what is undoubtedly 
the only way to reach the masses, have 
for years been the most persistent and 
unremitting advertisers. Their regu- 
lar announcements are to be found day 
after day, and week after week, in al- 
most every issue of any value at all, 
while special items, reading notices 


and the like are becoming less and less po. 


rare, in the case of many prominent 
roads appearing as frequently as the 
publications in which they are in- 
serted. 

The amounts put out by many rail- 
toad companies far exceed the most 
sanguine estimates of many who, 
though familiar with the business of 
advertising, yet have had little to do 
with those particular concerns. One 
company alone, certainly the largest 
one in the United States, spent last 
year nearly a quarter of a million dollars 
in advertising, the outlay being only 
for that portion of the system east of 
Pittsburgh and Erie, known as the 
Eastern line, and comprising only 
2,507 miles of road. How much of 
the Pennsylvania’s prosperity is due to 
judicious advertising of course it would 
be impossible to say. The fact re- 
mains, however, that it is one of the 
best properties not only in this coun- 
try, but in the world, and that it pays 
out an enormous sum for the publicity 
it gets in the newspapers. 

As to whether any other road in the 
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United States incurs a greater liability 
on account of advertising, an adequate 
opinion cannot be formed, as a major- 
ity of them, in their reports, either 
omit the item altogether—that is to 
say under the head ** advertising "—or 
lump it with the expenditures made on 
account of foreign agencies, or perhaps 
include with it the bills for printing. 
The sums paid for actual advertising, 
as far as they appear in the documents 
of considerably more than one hun- 
dred of our railroad companies, are an 
interesting study. The number is 
found to be but twenty-three, as fol- 
lows : 
Advertising 
Name of Company. Account.* 
Pennsylvania—Eastern lines only... .$230,11 










Union Pacific.... 205,181 
New York Centra 132,756 
Northern Pacific. ee 112,843 
Atchison System..... .... pa 111,870 
Southern Pacific—whole syste 99,216 
Chicago & Northwestern. . 92,000 
Illinois Central...... ease o-ee 475353 
. | +» 26,657 
Rio Grande Western.... ... cocescce, Cae 
Denver & Rio Grande...... os sep eees 24,22: 
East Tennessee, Virginia & Georgia.. 23.088 
Chesapeake & Ohio......... owidenche 18,2 
Dc ndectce soins ne ebonnet Saue 
Temas @ FOGG. .....0sc0s.sssscccees 13,000 
Pittsburg, Lake Erie & Western..... 12,569 
Maine Central........... cccccccccece SEER 
Concord & Montreal ....... aaa 9.399 
BROUBROOMES 0000000050 creccccsesses + 5,134 
New York, Chicago & St. Louis..... 1,479 
Evansville & Terre Haute..... ... +e | -Ty%44 
Iowa Central. .........0+.+- radvennes 181 
Memphis & Charleston ...........+.. 122 





*Amount paid for advertising in last fiscal 
year for which reports are issued. 

The Pennsylvania has been referred 
to. The next on the list, although 
considerable in amount ($205,181), 
covers the advertising of the Union 
Pacific, with 7,672 miles of road, or 
about three times the extent of terri- 
tory embraced in the Pennsylvania’s 
accounts. Different conditions and an 
entirely different location, of course, 
account for this. The expenditure, by 
comparison with that of some other 
roads whose operations are in many 
respects similar, will bring out the fact 
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that the Union Pacific’s apportionment 
is a very liberal one. hus, the At- 
chison system, of 9,109 miles, gets 
along with a bill for advertising 
amounting to only $111,870, or not 
much more than one-half the Union 
Pacific’s outlay. 

Many roads of importance, whose 
returns would be both interesting and 
instructive, make no attempt to satisfy 
curiosity in the way of indicating in 
their reports how much they spend in 
advertising—such roads, for example, 
as the Baltimore & Ohio, the Jersey 
Central and many others. 

The New York Central has a good 
bill to pay the newspapers and maga- 
zines—$132,756. It is interesting, 
however, to note the difference between 
the outlay on the New York Central 
and that on the Pennsylvania, in many 
respects similar roads, in that they 
each have an immense local business, 
with very little or no mileage at any 
great distance from manufacturing 
towns and cities. The former road 
operates 2,096 miles, or 20 per cent 
less than the latter, but spends in ad- 
vertising the sum above named, which 
is $97,355, or more than 70 per cent 
less than the Pennsylvania’s expendi- 
ture. 

There are many other interesting 
features in the above statement. For 
example, the Northern Pacific's adver- 
tising account reaches $112,843, while 
the Southern Pacific, a much longer 
system, expends but $99,216. The 
East Tennessee, Virginia & Georgia 
reduced its advertising to $22,088 last 
year—a very small sum for 1,265 miles 
of road. The property is in the hands 
of a receiver now, not on account of 
its poor advertising altogether, but as 
a result of a combination of circum- 
stances of which that mentioned may 
have been a prominent one. 

Comparisons made of the advertis- 
ing expense accounts of some North- 
ern and some Southern roads indicate 
a difference as wide as the relative 
financial and other conditions of the 
respective properties. The Boston & 
Maine paid out last year for advertis- 
ing $26,675; the Norfolk & Western 
$4,575. The latter road exceeds in 
length the former by about 200 miles. 
Its financial condition, though far in- 
ferior to that of the Boston line, is 
materially improving, and is better 
now than for many years past. Its 


earnings increased in 1891 more than a 
In 18g0 its 


million and a half dollars, 
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advertising cost the paltry sum 

$1,819. The sum of 5 ai 
will be seen, was put out in that direc. 
tion last year, with the result of such a 
gain in earnings as was never antici. 
pated. Not altogether due to the ad. 
vertising alone, of course. But who 
shall say how much or how little of 
the increase is to be traced to that 
source? It was not the road’s extra 
mileage that brought the business, as 
only twenty miles more were operated 
in 1891 than 1890. What a lesson for 
others beside railroad companies ! 

The Iowa Central operates 493 miles 
of road on an expenditure for adverts. 
ing of $181. How it does it is of 
course a mystery. The Memphis & 
Charleston operates 330 miles and 
spends $122. The common stock. 
holders of both these last-named prop- 
erties, it is hardly necessary to say, see 
very little for the cash they have sunk 
in the enterprises. 

The profitableness or unprofitable- 
ness of advertising for railroads is not 
a debatable question. Over and over 
again it is proved that money put out 
in that way is a good investment, and 
the persistency with which it is fol- 
lowed up by companies whose foresight 
is sharpened by the hindsight of others 
should convey with it a salutary injunc- 
tion to the general advertiser that the 
secret, if not of a gigantic success, at 
least of increasing business, lies in the 
steady and judicious use of the news- 
papers and other publications of the 
country as a means of reaching the 
purchasing, investing and _ traveling 
portion of the community. 








A UNIVERSAL ‘‘ WANT” COLUMN, 
‘By Wolstan ‘Dixey. 


I am pursuaded that the possibilities 
of the ‘‘ Want” column have never yet 
been fairly utilized. What might not 
be accomplished if only this attractive 
and popular advertising channel were 
widened by display, ‘‘ buoyed” with 
graceful and significant borders, and 
“*run” on the front page next to pure 
reading matter—or, in the case of daily 
papers, side by side with news items 
of about the average standard of im- 
purity ! 

Think how universal the needs that 
might be thus expressed—what unsat- 
isfied longings ; and what an “‘ artistic 
verisimilitude” of possible fulfillment 
might be imparted to our wildest as- 
pirations! For example ; 























Wanled 


Office Boy 
Mast not run To large mentalily 
Must run errands 







The border is intended for a streak 
of lightning brought up on Bellin’s 
Food, and is meant to typify the 
general effect on commerce which the 


boy is expected to produce. The “‘ re- 
marque” shows the present state of af- 
fairs in the office of the advertiser. 














WANTED 
Two redheaded men 


TO TALK 


HH) Protection 
VS. 
Free PRave 


To amuse an evening parly 














The border in this case aims to indi- 
cate the square, upright, straight-for- 
ward nature of one side of the discus- 
sion and the wriggling insincerity of 
the other. There is no mark under- 
neath ; which goes to show that the bot- 
tom is liable to drop out of the whole 
argument. 
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This border, of course, is highly 
conventionalized. A hypercritical taste 
might complain that these numerous 
volumes have no sufficient foundation, 
and that the end is not in sight. That 
is all right. The smaller design is 
merely an after-thought; she sends 
you back after it. 

An artist’s inspiration is liable to 
flag; but the ink-well is deep, and 
human desire illimitable. Why should 
it not be satisfied through this im- 
proved and elevated ‘* Want” column? 
Any intellectual printer can saw off a 
rule that will just fit such needs as 
follow : 






Eats ny WHO 
CRACKED ICE 
P| SUE 
7 a 


Wanted 
A MAN WHO 
CANNOT GIVE ADVICE 
BUT 





The first border symbolizes hymeneal 


delights. The other is meant to con- 
vey a general air of surprise and point 
out the locality of the desired party. 


0000000000000 






ery) His 


~— 
‘BUSINESS 
= and dowt Knoai bis neighbors) 






The lantern is to light your hunt for 


this man. The row of figures signifies 
the number of such men you are likely 
to find; barbers who can cut hair; 
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doctors that cure, and compositors who 
will not ‘* think.” 

Let us put greater significance, a 
little more hilarity, and several extra 
slugs into the ‘* Want” column. 


WITH ENGLISH ADVERTISERS. 
By T. B. Russell. 


Lonpon, August 17, 1892. 


What are termed ‘ Personal An- 
nouncements”” in America are repre- 
sented here by what we call derisively 
**the Agony Column,” which, like 
your personals, is subject to occasional 
abuse. We every now and then light 
upon this fact afresh, and then editors 
and publishers come in for some abuse 
likewise. Perhaps it is all for the 
best! I do not say that fear of public 
condemnation is the sole reason, but 
the decent class of papers all over 
England now turn a deaf ear even to 
the most plaintive supplication that 
** The lady who smiled at a gentleman 
wearing a brown orchid in Saint Blanks 
last Sunday will communicate address.” 
Other personals are harmless enough, 
often diverting, sometimes romantic ; 
and the Agony Column has come to be 
a sort of dumping ground for queer 
things, unclassified announcements, 
and advertisements which the foreman 
does not know how to place. Probably 
they are better read than any other an- 
nouncements in the paper outside of 
news (I speak of daily papers now) 
and space just under them is known to 
command a slightly improved price. 
The following is rather an ingenious 
use of the Agony Column, though it 
has been used before : 


ILL the Lady who last Tuesday pur- 
chased some of their Cuca-Chocolate 
and Fluide-Coca, and spoke so highly of 
Little Liver Pills (Sir Benjamin Brodie’s pre- 
scription) for indigestion, Send Address ?— 
Henson & Co., Chemists, 20, Beulah- hill, S. F. 








Of course this is a ‘‘ dodge”; but 
the next, which appeared in the Lon- 
don Daily News, is no doubt perfectly 
genuine: 

O IRISH MEN AND WOMEN—A 

four-leaved Shamrock, found on Mr. 
Parnell’s Estate. What offers? Address 
Ballyteigue House, Rathdrum, Ireland. 
It may be stated by way of explana- 
tion, that the shamrock, or wood-sor- 
rel, the national emblem of the Irish, 
was so adopted, according to tradition, 
from St. Patrick’s use of its three-lobed 
leaf as an illustration of the doctrine of 
the Trinity—three in one and one in 




















three. Now a four-leaved shamrock, 
like the four-leaved clover, which it ex. 
actly resembles in shape, is very rare, 
and was formerly supposed to convey 
magical gifts to the possessor. I would 
not be surprised if the plant above ad. 
vertised realized a substantial sum, 
Probably just such a thing has never 
been advertised before. 
* * * * * 


There might be an interesting chap. 
ter written by some one on ‘‘ The Cour. 
age of Advertisers.” It is a quality 
very highly necessary to good and ef. 
fective work, and it has often occurred 
to me that lack of courage as well as 
defect in judgment is the failing re. 
sponsible for the overcrowding of ad- 
vertisements with reading matter. A 
man gets to be afraid lest his announce- 
ment should leave too much unsaid: 
whereupon, going to the other extreme, 
he spoils his advertising by the use of 
too many words. Now, it is far easier 
to use too many words, in advertising as 
in any other way, than too few. The ad- 
mirable outline block here reduced pos- 





sibly does err on the latter side, though 
it is impossible to withhold admiration 
from the superb courage which rests 
the case for the goods on a single qual- 
ity, and one, moreover, not usually 
deemed an essential. You could not 
well pitch upon a better example of 
striking out on a distinctive feature, a 
feature not possessed by any other ar- 
ticle (soap mostly sinks, bear in mind), 
and working it for all it is worth, as 
PRINTERS’ INK is always advising all 
of us to do. How much more effect- 
ive this is than wordy dissertations, 
too, on the demerits of rival goods! 
A person will remember that Ivy Soap 
floats long after he has forgotten that 
some other kind is the only sort that 
isn’t a fraud. 
* * & * x 

The same block serves also as an ex- 
ample of what may be done in the way 
of illustrated advertising for roughly 
printed country papers. The original 
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size was 6x4 inches ; it is all drawn in 
strong, open line, and the effect, even 
when printed on very poor paper, is 

rfect, and could not be surpassed by 
the most costly wood engraving, not- 
withstanding this is evidently a simple 
linezinco. You see how well it bears 
reduction. Americans who contem- 
plate the use of English country news- 
papers will do well to put the accom- 
panying in their scrap books as a model. 
It does the business. For its special 
purpose it is the very last word. I do 
not say I would use the same block 
in Black and White or the J/lustrated 
London News. 

* * * x x 

Desiring to name a typical, well 
printed, high-class paper, I alluded ad- 
visedly to Black and White, just now, 
because that is just the way this journal 
is going ahead. Where there were 
even as late as a little over a year ago, 
but two first rate illustrated weeklies in 
this country, there are now three, and 
this new one is the best printed of the 
lot. The proprietors have just signa- 
lized themselves by the publication of 
a certified statement proving an in- 
crease of seventy per cent in circulation 
since January. These are tall figures, 
and the paper ought not to be neglected. 


* * % ® * 
Any one familar with newspaper of- 
fices knows what editors think of ‘‘ the 
educated youth”; but I think the Zon- 
don Miscellany (a publication of which 
I hear for the first time) has had re- 
served for it the honor of first giving 
publicity to the predilection indicated 
by the following ‘* want”: 





UB-EDITOR wanted for the “ London 
Miscellany,” with practical knowledge of 
newspaper geeoer preferred. Descriptive 
writer, with bright ideas. No one who has 
graduated at Oxford or Cambridge need 
apply. Lettersonly. George L. Chesterton, 
4, Sough-oquese, Fiscv-etvert. __ : 
As a set-off, I believe it to be a fact 
that the Saturday Review admits no- 
body to its editorial staff who has ot 
graduated at a university; and the 
Saturday Review 1 believe to be the 
best edited paper, speaking techni- 
cally, in the world, though its princi- 
ples and the manner displayed in its 
columns toward political opponents 
are abhorrent. It was this journal 
that John Bright pilloried forever as 
“‘ The Saturday Reviler.” 
* * - » > 


Insurance is rather a hard thing to 
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advertise, but an accident company has 
struck a good thing in a series of 
‘* Peculiar Accidents,” of which I give 
a sample below. This is very catchy, 
and must have been widely read. 
Hardly any one, I should think, who 
saw one would either fail to read it or 
to look out for the next. And what 
more could possibly be said for any 
advertisement ? 


PECULIAR ACCIDENTS. 
PAINFUL RESULT OF SHAKING HANDS. 


An Hotel Proprietor in the North of England 
was in the act of shaking hands with a friend 
across his counter, when his hand came in 
contact with the counter rather sharply, with 
the result that his little finger was fractured, 
He was, however, insured against accident in 
the Ocean Accident and Guarantee Corpora- 
tion, and, therefore, doubtless bore the pain 
and inconvenience with greater equanimity 
than he otherwise would. 

MORAL: 
INSURE AGAINST 

ACCIDENTS OF ALL KINDS 
IN THE 
OCEAN, ACCIDENT AND GUARANTEE 
CORPORATION, L’T’D, 

MANSION HOUSE BUILDINGS, LONDON, E. C. 


* * * * * 


French and Belgian seaside resorts 
are making considerable use of Eng- 
lish advertising space, with a view to 
attracting visitors from this country, 
and a few of our own holiday resorts 
are likewise at last waking up to the 
same idea, which, though well known 
in America, is still unfamiliar here, of 
advertising a whole town at once. I 
saw the other day a colored poster of 
great atrocity, which, however, seemed 
to pay an indirect compliment to Mr. 
Barratt. I had not thought that the 
fame of ‘‘Good morning; have you 
used,” etc., could have spread so far ! 
The wall poster represented a very 
French-looking Frenchman, lifting a 
very French hat, in a very French pos- 
ture, from a very French head, with 
the polite inquiry, also in French: 














Bonjour ! 
Avez vous ete a 
BOULOGNE? 


C'est charmant!! 








* * * * * 


Richards & Ward, Limited, are of- 
fering a forty-day trip to the Chicago 
Exhibition next year as a prize or 
premium to tobacconists selling the 
‘*Tdler” and ‘* Topsy” cigarettes, 
which, on this side at least, is I think 
a record. 
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HARMONY BETWEEN EDITOR 
AND BUSINESS MANAGER. 


By Edward A. Oldham. 


There was a time in my callow jour- 
nalistic youth when I zealously held to 
the opinion that ‘‘ the upstairs” should 
never be influenced by ‘‘the down- 
stairs” in the conduct of the paper, in 


which both departments naturally had. 


a common interest. I confronted my- 
self with the stock theory that the pa- 
per should be run on a high moral 
plane, ‘‘ unawed by power, unbribed 
by gain,” as the motto of the country 
weekly hath it; that the upper re- 
gions should proceed loftily along the 
even tenor of its way, never allowing 
the receipts over the counter below to 
color in the slightest degree the un- 
biased opinions prepared above. 

While adhering to all of this posi- 
tion in so far as it concerns the un- 
purchasable character of editorial sen- 
timents and the like, riper experience 
has weaned me from a strict construc- 
tion of these time-worn tenets. The 
modern newspaper is more of a busi- 
ness institution than formerly, and 
business principles must not be ignored, 
even in the conduct of the ‘‘ upstairs” 
departments. Conditions have changed; 
the individuality of the old Greeley days 
is not a characteristic of the press of 
to-day. There must be a spirit of con- 
ciliation in the reading matter not in- 
consistent with honest business meth- 
ods ‘* downstairs.” 

A strict adherence to the old theory 
has evolved a species of niggardliness 
in some papers’ upper stories that has 
gained absolutely nothing for those 
papers, in the remotest degree, while 
to the contrary, unpleasantness or en- 
mity has been engendered that diverted 
business to other more considerate 
mediums. 

There is often a high-handed policy 
adhered to by some managing editors, 
duly conscious of their authority, that 
has insidiously sapped almost the very 
life-blood from some struggling jour- 
nals. Remonstrance from the lower 
floor only intensifies this feeling of 
authority, and the evil goes on un- 
checked up to the hour of the crisis. 

From the altitudinous position the 
ukase goes forth that no local reports, 
telegraphic news, or editorial views, 
shall have the faintest suspicion of ad- 
vertising. The reporter’s rhetoric 
must be searched for vague and round- 
about phraseology that will cover the 





situation, without giving the subject of 
it the benefit of an advertisement that 
costs him nothing. The public is put 
to the necessity of guessing who is 
meant, and the process is unsatisfac- 
tory to the reader, as it is doubtless 
displeasing to the innocent object. 

A Washington paper during the re. 
cent hot spell said that ‘*The man who 
would establish a free ice fund for the 
poor might write his name in the book 
of the blest with Abou Ben Adhem,” 
but only a few ‘‘ sticks” further down 
in the same article a man who provided 
a huge ice cooler of free ice water for 
the hot and thirsty mortals was mag- 
nanimously referred to as ‘‘a well 
known confectioner.” 

The absence of his name, although 
he may spend thousands yearly with 
the advertising manager below, is but 
paying tribute to this old-time theory, 
the strict construction of which in like 
cases have shipwrecked more than one 
journalistic bark. 

The name of the man who provided 
free ice water in an unprecedented hot 
spell might be recorded in ‘‘ the book 
of the blest,” but through deference to 
diseased ethics it is not recorded in the 
newspaper. The giving of his name 
was news that every one who read it 
naturally desired. Aside from the hu- 
manitarian impulse that prompted him 
to do this thing, he might have regard- 
ed it as a legitimate means of adver- 
tising, and no fault need be found with 
him for that. 

The casual reader will pronounce 
these too trivial causes to produce dis- 
satisfaction. The esteemed worker 
above will be quite certain of their ab- 
surd insignificance. But the ‘‘ down- 
stairs " will recognize in them the pro- 
ductive source of lost business and 
diminished prestige, and the business 
man himseK will quickly perceive the 
studied absence of his name, and the 
littleness and the niggardliness of the 
omission will likewise impress itself 
upon him, and he will argue that this 
is not the principle of reciprocity that 
obtains in honest business relations, 
whatever may be the ethics of the 
press it subserves. It will be difficult 
to make him view it in any other light. 

Mr. A. Frank Richardson's recent 
statement regarding the loss of a $1,000 
advertisement contract in a paper, be- 
cause the managing editor refused to 
““hold over” an editorial that would 
“‘ keep,” will find a parallel in every 
newspaper office in the land. The 
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very act of *‘ the downstairs” asking 
“the upstairs” to waive this point is 
in the nature of nerve. It would be 
departing from a whiskered precedent 
to yield to this almost audacious request 
from one of the presumably less brainy 
mortals of the lower realm. 

Another fruitful cause for friction, 
and one which illustrates probably 
more forcibly than any other the some- 
times needless display of the arbitrari- 
ness on the part of the ‘‘ upstairs,” is 
the matter of personals, society squibs, 
and other little innocent local jottings 
thatconsume small space, and in the 
appearance of each of which a half 
dozen or so people are interested, and 
who will buy copies of that issue for no 
other reason than that the desired line 
or two was printed. 

I have known items of this kind to 
be ruthlessly thrown out by the city 
editor because he could see ‘‘ nothing 
in them,” and that, too, in the face of 
the protest from the business man be- 
low. I have known dissatisfaction to 
so become engendered that the cloud 
“no larger than a man’s hand ” became 
in time a perfect cyclone that swept all 
before it, and left in its wake a com- 
peting paper. 

But there is no need to multiply in- 
stances where exacting, arbitrary, and 
niggardly policy of the upstairs has 
done more harm than good. Happily 
there are exceptions to this rule, and 
where we find them we find news- 
papers that are so deeply ensconced 
within the public heart that no compe- 
tition can displace them from their 
position, and unalloyed success is the 
outcome. 

The conclusion to be reached, there- 
fore, is that the editor and business 
manager of every newspaper should 
work together. This policy need not 
jeopardize the unbiased and unbuyable 
character of editorial opinion, but it 
will soften down some of the un- 
pleasant and unprofitable effects of an 
arbitrary policy that is as unnecessary 
as it is wanting in the good sense and 
business wisdom that should character- 
ize the truly modern newspaper. 

THE liberty of the press is an in- 
separable part of a free Constitution, 
and they must exist or perish together. 

THOSE who have labored most zeal- 
ously to instruct mankind have been 
those who have suffered most from 
ignorance.—D'/sraeli. 
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FROM AN OHIO LAWYER. 


To.epo, Oisio, August 10, 1892. 
Editor of Prinvers’ Ink: 

I have been much interested in your contro- 
versy with the P. O. D. Such methods as 
the Departmeut has shown in this matter— 
condemning you without a hearing—are con- 
trary to every established principle of liberty, 
and ought not to be allowed ina free country. 
They are but too common, however, in the 
P.O. D. All questions are adjusted there in 
a way to save labor on the part of the officials, 
and it is troublesome to take testimony or hear 
arguments, It is easier to crush a man if he 
is in their power, or ignore him altogether. 
Salaries come along just the same. 

As your attorney says, you have your legal 
remedy, and I hope you will pursue it. Mean- 
while, why not write Mr. Harrison and ask 
him if he intends, in the event of his election, 
to retain Mr. Wanamaker? X. 


“NO UNCERTAIN VOICE” FROM 
MICHIGAN, 


W. E. Oxtosy & Co., 
Ionia, Mich., Aug. 25, 1892. 
Editor of Printers’ INK: 

We have received Printers’ Inx for about 
five months now, and place it first among our 
weekly papers. It is perfectly entitled to 
second-class rates, and this gigantic steal of 
$:2,000 of “* Honest John”’ is in no respect 
pardonable. 

It isto be hoped that after March 3 next 
Printers’ INK will receive justice at the 
hands of the new Postmaster-General, 

Push the fight and never give up. This 

ortion of the country is in favor of PRinTERS’ 
iox's rights. Yours very truly, 

Wa ter E, Oxrosy. 
ssialioin 6oe ical 


SHOULD LEND A HAND, 





Tue Gazerre, t 
Livermore, lowa, Aug. 23, 1892. 
Editor of Printers’ Ink: 

The manner in which the entire P. O. D. 
matter is reviewed in last issue of Printers’ 
Ink is certainly interesting reading to pub- 
lishers at least, all of whom have had similar 
trouble on a smaller scale at the home offices, 
from which they know that an appeal will 
come to naught from any of the higher 
authorities, Your single-handed fight can- 
not but result in great good tothe people at 
large and newspaper men in particular. All 
who are in a position to assist with their in- 
fluence should lend a hand, and it is a source 
of cunsiderable satisfaction to me that the 
P. O. D. has in this case to deal with a firm 
who are able, financially, to stand the strain. 
We weaker ones, of course, would have had 
to have given up the battle almost before it 
commenced. Success to you, 

Fraternally, F, W. MILver. 
ee 

WHEN WANAMAKER IS BOUNCED. 

From the Jeannette (Pa.) Daily Star. 

The persecution of Printers’ INK by Wana- 
maker is wholly unjust and uncalled for. 
Consistency is something that President Har- 
rison’s mail boy has no use for, The pub- 
lishers of this really useful little journal have 
the satisfaction of knowing that a change in 
affairs is likely to be brought about this fall, at 
which time they will get justice. 
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THE BIG DAILIES: THEIR RELA- 
TIVE STANDING. 


There is no subject on which people 
will so fervently disagree as the relative 
merit of newspapers. The following 
excerpts from a reply to a correspond- 
ent in the Providence (R. I.) Mews are 
of interest as being one man's views on 
this vexed question : 


Assuming that what our correspondent 
wishes is a professional opinion, we would say 
that the New York Sum is the ablest Dem- 
ocratic paper. It hasits‘‘outs.”” It iscranky, 
malicious, and unscrupulous; but it is a 
written, free from grammatical blemishes and 
always discusses non-political subjects with 
sense, force, and franknes’. Next the Sux 
editorially stands Henry Watterson’s Louis- 
ville Courier-Journal; in wide circulation 
and in many points of general excellence, the 
World surpasses it, but its editorials are be- 
neath contempt. The Chicago Herald is 
beautifully printed, well written, enterprising 
and immensely profitable. The Boston Glode 
comes next, and after it isa host. The Phil- 
adelphia 7zmes stands high ; might be nearer 
the head of the list if ‘Philadelphia were a 
Democratic city. 

On the Republican side the /nter Ocean as- 
sumed first rank when Horace Greeley half 
ruined the New York 77rzéune by Mugwump- 
ing. The Western paper has held first place 
ever since. 

Of the independent or jibboose papers the 
Boston Heradd, if it can be classed as inde- 
pendent, is by far the most important in cir- 
culation and editorial ability. The Hera/d 
furnishes ideas to the free-trade news- 
gpa of pretty much of all New England. 

e prefer, however, to class it as straight 
Democratic, in which case the New York 
Evening Post must be advanced to the head 
of the list. It has a small circulation, but a 
very wealthy and influential one, and its book 
reviews art and dramatic critiques, market re- 
ports, and ‘“‘specials’”’ are usually master 
work, 

It is a singular fact that the most successful 
papers of Boston, the ‘‘ Modern Athens,” are 
typographically hideous, poorly and ungram- 
matically written, and very sensational. They 
are more ‘‘ wild western’’ than the well-printed 
and well-edited Chicago papers, 
o> 

MILLIONAIRE ADVERTISERS. 
From the American Advertiser Reporter. 


In looking through the New York 7ribune’s 
list of the millionaires of the United States, 
one familiar at all with the business of the 
country will notice the frequent appearance of 
names which have been or are well known 
through newspaper advertising. Among the 
successful ones in manufacturing as well as in 
trade this fact is-prominent. For instance, a 
very considerable number of large fortunes will 
be | how credited to the great manufacturers 
of agricultural machinery, like the McCor- 
micks, the Herrings, the Woods’, etc. etc. 
Then there appear a number of the makers of 
sewing machines and of pianos, a considerable 
number of tobacco and cigarette manufactur- 
ers, as, four of the Durham, N. C., Dukes: 
Ginter, of Allen & Ginter, of Richmond, Va; 
Wm. S. Kimball, of Rochester, N. Y.; Gen. 
Francis S. Kinney, residing in New Jersey; 
G. G. Gail, and the estate of Christian Ax of 
Baltimore, Md- 
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One is not surprised to find in this list the 
name of Col, Albert A. Pope, the enter; rising 
manufacturer and advertiser of Columbia Bi- 
cycles, and of Mr, Geo, Eastman, of ** Kodak” 
fame. V.C. Price and several of the Hoag 
land family have found their baking powders 
strong enough to make them millionaires: 
while N. K. Fairbank, Chicago; James §° 
Kirk, Chicago; I. L. Cragin, Phila.; Samuel 
Colgate, residence in Orange, N. J.; Jas, N, 
Gamble, H. T. Proctor and Wm. roctor, 
Cincinnati, and Mrs. R. Babbitt, New York. 
are among those who have found clean millions 
in soap—that is in soap and advertising, 

Of course there is a pretty good number of 
proprietary medicine firms in the list referred 
to. Among those most familiar, perhaps, to 
the general public, being Dr. R. Y. Pierce, of 
Buffalo, N. Y.; H. H. Warner, of Rochester, 
N. Y.; Geo. G. Greene, of Woodbury, N. J,; 
the Brandreth estate of Sing Sing, N. Y.; sev. 
eral inheritors of the fortune made by Hostet- 
ter’s Bitters of Pittsburg; Mrs. D. Jayne, of 
Philadelphia ; the estate of P. Davis (Pain 
Killer), Providence, R. I.; several members of 
the Ayer family, whose sarsaparilla works are 
at Lowell, Mass.; the estate of Mary H, 
Drake, made in Plantation Bitters, and Dr, 
Humphrey, of Humphrey’s Specifics. 

These lists could be considerably extended 
from the 77zéune's pamphlet. 

If the great retailers like the members of 
such firmsas Tiffany’s, Lord & Taylor's, 

flacy's, etc ,etc.,of New York, were to be en- 
umerated—that is, the great houses of retailers 
and wholesalers, whose fortunes and business 
would have been impossible without large 
newspaper advertising—the millionaire list 
would need to be made a “ serial.”’ 


~~? 
WHAT THE EDITOR GETS. 
From the Middleton (Pa.) Advocate. 


When a child is born into the world the 
physician is presented and gets about $10 for 
officiating at the important event. The editor 
heralds the advent of the stranger and gets a 
cursing for making a mistake as to the sex and 
date of arrival. 

After a while the child becomes a man, the 
minister is called to perform the marriage 
ceremony and walks off with a $10 bill in his 
pocket for his trouble. The editor is again 
called upon to chronicle this event by drawing 
on his imagination to make the bride and 
groom the best and most respectable people in 
the county. His only pay is to be asked fora 
few extra copies of his paper to send to some 
absent friends. 

In time the once baby, once happy groom, 
but now a man well advanced in years, is 
brought down by death. Again the physician 
is called in and makes his bill, the undertaker 
is present and officiates at the funeral, and in 
time wants $100 for performing the last sad 
rites, while the editor is expected to complete 
the drama by holding up the deceased as a 
model gentleman, and one who at present is 
flying up the golden stairs. The probabilities 
are at the same time that the baby, the groom 
and the dead man have been so infernall 
stingy that he had stinted his wife and chil 
dren and had never contributed one cent to 
the support of his local paper. 

What does the editor get? He gets left. 
ca nee 
From the Philadelphia Daily Stockholder. 


In the controversy between Printers’ InK 
and the General Post-Office Department, the 
former establishes the sound of its conten- 
tion beyond a shade of doubt, 
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The Lock and Key of Been. Hand 


Thousand Homes. 




















They Tell Their 


Facts and Figures | om story an 


Tell it under Oath, 











STATE OF MAINE, County of Kennebec. I, William H. Gannett, of Auayete, Maine, 
on — a se and say that I am the owner and publisher of * * Comf > a monthl 
paper published at said Augusta, that the regular circulation of Gomfort ” 
ER "E LEVEN HUNDRED THOUSAN COPIES PER MONTH, and 
that ~ circulation for the month of A: , 1892, was One Million One Hundred 
and Ten Thousand and Thirty-six (1,116. ,086) copies. Signed, Migs = 
nett. . STATE OF MAINE, County of Kennebec, Augu per- 
sonally appeared the ‘above-named William H. Gannett, and made oath that the - & ‘affidavit 
by him signed is true. Before me, A. G. Andrews, Judge of the Municipal Court, Augusta, Maine. 








They Show that 


The Everyday Results | :cower sos 


Buy Everything— 














Chicage o, Illinois. C. A. Burton & Co., manufacturers 

| FROM A NEEDLE | of the Kensington art needle: “ Have been advertising ex- 

tensively in papers that have a national circulation, and we 

never knew what it was to get replies to our advertisements until we placed it in Comfort, 

Total replies received from the advertisement in Comfort have exceeded those received 

from the combined lists of other papers.” Washington, N.J. Cornish & Co., piatios 

= Sry “The fact that we are using Comfort every issue, and occasionally use a half 

age, is a guarantee that we are well pleased with the results from 

Phat publication. We will | stay with you as long as we advertise in iTO A PIANO | 
any paper.” - - - : 


- Lou nis and Philadelphia. Scammell & Co., book pub- 
|FROM BOO KS| ik lisiiers: “Comfort has paid us as well as any medium we have 
d during the past five years. None ranks higher.” Chi- 
cago, Illinois. Cassgree n Mfg. Co., hardware specialties : 


“ We consider Comfort the Dest monthly in which our adver. ITO HAR DWARE | 


tisement is run.’ - - ° ° 


jadtana, Miperal _perine® Indiana. Sterling 

| FROM SPECIALTIES S| ke y Co., No-to-b: The results obtained from 

Comfort justify us in placing order for one year. We 

do not go in into this transaction blindly, as we keep a detailed record of every Ad 

ment placed, and we find that the columns of Comfort produce profit.” Boston Mose. 
a Typewriter Co. : “‘ We have never found a Cr that approximates tomft 

We have tried all the first-class mediums and can sa 


without exception the results from Comfort have been |TO Tran venal 


by far the most satisfactory.” - - - 



































Comfort is represented by all sengagaii agents, The Gampote & 
Morse Concern, Publishers, Augusta aine. Besten Office, 228 Devon- 
shire Street. New York Office, 23 Park Row. 














HOW WANAMAKER CONSTRUES LAWS 
TO SUIT HIMSELF. 


Tue Manninc Montror, 
C. S. Lawrence, Publisher. 
ManninoG, lowa, August 13, 1892. 
Editor of Prixvers’ Ink: 

A large number of newspapers in Iowa are 
supplied weekly with a supplement printed by 
the American Economist, The supplement Care 
bears neither the name of the paper in which 
it is folded nor date of publication. Is not 
this a violation of the postal laws? The sup- 
plement is intended to further the interests of 
the present administration, and in doing this, 
of course, the Postmaster-General is directly 
reaping a benefit. The supplement is really 
more of an advertising sheet for the A mer?- 
can Economist than Printers’ Ink is for 


eT The National Bulletin, which has no paid 
subscription list, sends out thousands bed 
copies of its issue (which is printed onl 

one side) for the sole purpose of furnis! lag 
copy to the administration papers. It is 
accepted by the worthy P, M. G. as second- 
class mail matter. 

The Postal Guide, published Geo. F. 
Lasher, Philadelphia, is donteed by the 
philanthropic P, M. G. It is published as a 
private enterprise, and the Government di- 
rectly aids Mr. Lasher in his personal inter- 
ests. It is needless to say that PrinTERs’ 
Ink is as legitimate a publication as the 
Monitor or any other newspaper, and is just 
as much entitled to second-class rates as any 
publication in America. 

In view of these facts, no sane person can 
reason that Printers’ Ink is not discrimin- 
ated against. 

C. S, LAwreEnce. 


— 


WANTS. 





Advertisements under this head, six lines or 
8, one time, $1.00. 


— — Competent man as Foreman, to 

interest in prosperous Job and 

New: sane On ice in live Vermont city. Address 
“FO AN,” this office. 


Vy ANTED—A 2c. stamp for the Alphabet of 

Takigrafy—the best and simplest system 
of Shorthand yet oy. -—/ Address 8) 
COOPER, New Haven, Conn. 


DEAL MASTERPIECES—An Elegant Fall Ad- 
FB oe my Sheet. Suitable for any business. 
six cents for sample copy. RIFFITH, 
AXTELL & CADYCO., Embossers, Holyoke, Mass 





Ww: J ANTED— Publishers everywhere to know and $e 


7 that for Premiums nothing is 
ma Gerden and Flower Seeds. Terms 
tnectualled. Write A. T. COOK, Hyde Park, 


Wan to sell the only practical 

cheap type writer in the market. Guaran- 

teed to do as good wort f as ag ang ap priced ma- 

one, Price, $2.50. TYP WRITER 
28 Great Jones st New Yor’ 


DVERTISING s eee wanted a all States in 

oan ib Presses: five sizes. New, 

3 stee hehe rand cut gears “old rinters 

ond rit ie is ‘the best press in the market. nd for 
circular. “A.A. A.,” Box 1521, New York. 


RiosT, active, young man wants position to 

charge of country weekly or small 

city Job Office; good printer, proofreader and 

business man; sendy" and reliable; Al refer- 
ences. Address G.,” care Printers’ Ink. 


A UY , Young Man, who has made a success 
of a cou nty paper, and has $10,000 to $15,000 
to invest in the contract of or an interest in‘a 
Democratic daily, or daily and vee’ wants a 
larger field. Address “BUSINES: care 
nters’ Ink. 


of odical. $5,000 to 900 required. A 
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TILL exchange Hoe Type Revolving Pres, 
W prints four pages Tne once pa nO 
an hour, 


YP! 
complete, perfect, for F good C} usher Baa k 
or coverel email’ 3 ey THE DAY Ree 
London, Conn. 


\ 7 ANTED— Editorial or re or pepesterial {ituation 

on a growing western daily an vee 5 

m 20 years old and have held ® like “4 

a years in an Ohio town of 7,000. Plen oy ‘ot 
good ak aay. Mae salary. Address “350 





I WANT a partner or purchoner my ae 
article of great merit ; three 

and fully indorsed ; a oy AEN oy have oa “the 
means to advertise ; "large local sales without it; 
references from here to New York. “ D,” care 
Carrier 2, Bath, Me. 


Vy 7 ANTED—A man with the experience, ability 

and “nerve” necessary to solicit and 
subscriptions for a live daily  eeweneoer and job 
work for a printing —. Address, stating ex- 
perience and w: pected, enclosing refer- 
ence, “ SOLICITO Se cae Printers’ Ink. 


WwW ANTED, to purchase for cash, a half or 
whole interest 1 in a payin Trade Jourael; 


Eastern States pre some par.leu- 
lars and make appointment for personal inte 
view -_ full inv tion. No agents. ‘Address 


at once, D. T. MALL , New Haven, Conn. 


\ ] ANTED—Béhore to know that I sell Wal- 


1 
would be paid b; 
dollars’ worth at ‘a time. Address Miss SWEET- 
LAND, Box 60, 446 Sixth ixth Ave., New York City. 


¥ 7 ANTED—Orders for prin for open i of news spapers, 
We set type, furnish paper, print, fold and 
mail. Have always in type orks, departments 
and a ee See ing out. ror 
presse g ork ; lowe: ices. — 
RINTIN + CO., Ws Vaddewoter it., N. Y. City. 


JYROOFREADER SEEKS VACANCY in or out 
of New York State years’ experience at 
first, revising and f foundry reading ; educated, 
quick, reliable ; woule take night or day news 
reading ; exorbitant wages no object if a con- 
stant job. Address“ P: LLIP,” Printers’ Ink. 


QOLE Representative wanted by a musical 
\) magazine of 20,000 PROVEN cirvulation. To 
aca ~ e party, able to influence Al business, a 
g00 ed rte | is offered. A personal inter. 
view and throughout examination is solicited. 
Address at once, F. TRIFET, 408 Washington 
Street, Boston. 


\ 7 ANTED the address of a man who is honest, 

sober, industrious and quiet. who desires 
to make a business change or enter into a new 
business capital Loner gag We have #20,000 
for such an investment. 1l1_ communications 
confidential. Address CARL STEABER & CO.,, 
Kansas City, Mo. 


rT BACHERS WANTED—Also information of 

vacancies. If you wanta £ position as 
acher, if you are ambitious for advancement 
in the roféssion, if Jos — where a teacher is 
wea ot ‘ou wish to apo teacher, write 
ERN TEACHER UREAU, Box 150, 
Winchester, Tennessee. 


W ASTED an experienced Editor, between 
30 and 45 years old, on large weekly news 
peeer, within 300 miles from Philadlphia ; must 
reliable and steady and a good writer cues 
Sa ee and —— F.. EY in full and w 
esired ; position permanent. Address “ E va 
TOR” eare Printers’ Ink. 


W Ame to — ba hts of, or a on 
liberal term for, manufacturer 
some ae = Ay which will draw prompt 
in response to ——— a 

tising or circularizing. I possess extrao: 
circular mailin facilities. H. BUCKLIN. “28 
Pine Street, St. 


URCHASER wanted for whole or half interest 
in our handsome oy peri 

lished 9 years. Have patronage cmeme best firms, 

Have plant for setting up paper. It is special in 

aye. and design 


uis, Mo. 


op from any other peri- 
Address “ PRO- 
GRESS, ” care 0 Printe : 








SS ee 


—-. Te 











aap ey’ of contro interest 
— m daily and $8,000, 
address * UBLISHER,” Box Box 765, P’ ‘id, N.J. 





Pelican r preferred. Address “ NEWS- 
repabl an paper Printers’ Ink. 

DVERTIOERS and whoever wants to dupli- 
A handwri 


cate Le from o 
or typewritten, to - TY invention 
for for multiple copying purp trifling ex- 


for ay Ft circular 
of “ penetine | Express Duplicator," manufactured by 
C. BENSINGER & 3 Dey St., New York. 


W ANTED— Position with oe reliable firm as 
advertising marager or sal 


road. Full k ny f cater ore 

now. of w re newspapers en 
drug trad . a =. be and piacing 
effective ad ng articles, 
—. a. ‘Address J it B. —_ 
D. Park & Sons Co. Sons Co., Cincinnati, O. 


ser reliable, sober e. sober printer, familiar ‘with 


country ay pnt work; person who 
can furnish copy if required or a0") job Sore; ; 
permanent ——- on established weekly, 


seat; 3,000 ulation; good of vt 
oo power ; day weet per week to start 
with. Address E. W. HOA‘ , Poplar Bluff, Mu. 


WAsTED: I purchaser aser for c country ne per: 
fo’ because of owner’s poor health. 
Best opening in the Northwest for man of moder- 
ate means; established five years; business at 
penweler © mark; country and town win, 
fast; official paper and 2 one in town o 
1,000. Address “ DVANC pringfield, Brown 
Co., Minn. 
O you want a Business isiness Builder? I have had 
successful oxpe rience i dy = a 


dations and buil hie 3 
goods bi by mail fi n “ik i: os 
jms neo of creati naam for proprietary 


Recemitles. A medicines. special wei me on 


Seraeate. to Sell—Democratic 
Job Office in caspase “illinot ne ity x, 
county, townshi; ; = oii Democratic ; 
has water- works, electric 1 


city has 


ights, street a 
~4 circulation 44 ner jad vertising, gla vs 
material near! ing, $109 to $1 to a 
per month. ‘ce, $2,500 dress ‘D 


care Printers’ Ink. 
PABtxne WANTED, with wees to $10,000, wa 
> ae ly profitable manuf: Ram 
ready established in New York 


to lack of cap’ iness could be ed into 
stock compesy. eee propeceed © copyright. 
No ee es ition. PRODU: Box 1, 


b ge sty - anges seven on years’ € experience in adver- 
department of well-known patent 
medicine house, is open for en, ment ; — 
stands known system o controlli 
lacing work, and thoroughly conversan one 
best paying and lea ve ums. 
Al reference. Address JOHN G. » 1 
N. Howard Street, Baltimore, Md. 


FOR SALE. 
Advertisements under this head 75 cents a line. 
Sux PIECES FOR PREMIUMS. E. M. LE- 
MARIE, Little Ferry, N. J. 


DREMIUMS FOR NEWSPAPERS. EMPIRE 
CO., 146 Worth St., New York. 


ho iy FOR COLLECTIONS—Send for lists. 





E. T - PARKER, Bethlehe Bethlehem, Pa. 
81 Buys 1 inch 4 times in 8 aoa 4 et Weekly. 
e Address NEWS, 8, Youngstown. 
H ANDSOME ILLUSTRATIONS a papers, Cat- 
alogue, 2c. AM. M. ILLUS. CO., Newark, N. J. 
ee SALE—A first-class w weekly ; early busi- 
ness, $3,500. Address Drawer ,»” Kewanee, 


i. 


PREMIUMS—The Art 2 Art py or ty 
Color ‘or copying or framing. 
MONTAGUE MARKS, 23 Union 8q., N. 
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dresses heads of families, 
“W.,” Box 914 New York City. 
sit oR SALE—Daily and Wee! 


News rs in a live to 
whole or rest for cash. Town of Lt... Ad- 
dress OPPORTUNITY,” car care of Prin‘ ink. 
Agents’ addr addresses, p te and 
1 00 000 gimmea We sell of any State at 
$2 00 1,000, an er torteit 4cts on each returned 
Mead.” try is | AGENT'S HERALD, Phila , Pa. 





SPECIAL , NOTICES. 
Advertisements under this head, two lines or 
more, without display, Tic. a line. 

( ‘ RIT 
I 
V AN BIBBER’S. 
G POKANE SPOKESMAN. 
WwW 
L EVEY’S INKS are the best. New York. 


OHN T. MULLINS’ MAILING AGENCY, Faulk- 
J land, Del. $2 per 1,000. 


] UFFALO TIMES ae over 33,000 circula- 
tion. Be will pay you 
Bose HOTEL GUIDE is the OnLY hotel 
—— Ry ~~ England. | #. 
A GENTS GUIDE, New York. The leading 
agents’ paper. Send _Send for copy. 


~ HORTHAND TAUGHT BY MAIL and 
ally by W. G. CHAFFEE, Oswego, N. 


66 py IT IN THE POST,” South Bend, Ind. 
Only morning paper in Northwest Ind. 


mpecay, BRIEF (St. Louis). circula- 
ion mace any medical dical journal in the world. 
"S Canada List (60 rte ay as rates 
30c. Fe line. D. R. DEWEY ate . 
twice a 


HE BRICKMAKER, | Chic ty l., 
T month reaches / _ 40,000 users of mone. 


Peex=. —DAVIS & CO., No. 605 Seventh 
Washington, D.C. CHARGES MODERATE. 


, Hots. EN. 


rson- 


$1.50 TeRPuIsE: Brockto 


ass. Circ. 7,000 
Ne 4 GUIDE. Mailed on receipt of 
STANLEY 


DAY, New Market, N. J. 
{ARM LIFE, of Rochester. N. Y,, s b pages, 64 
F "n, 25,500. 





UPERIOR Mechanical Eng oto Elec- 
Sia trotype Eng. Co., 7 ig wring. Pat 8t., N.Y. 


Paid for one million stam = 
&1 00 lars free. A. W. Denuing. bbe Amatios Angeles, 
‘[.HE AMERICAN HEARTHSTONE, Rock: ° 
T N. J. 32 pages, 8x11, with cover. Rates 10c, 


T IS BIGGER — THE TERRE HAUTE EX- 
I PRESS—than any paper in Indiana outside 


Indianapolis. 
rhiy covered THE KAN- 
TAL, To) Kan., the 


K ANSAS is thoroughi 
\ SAS WEEKLY 
leading farm and family n amily newspaper o the State. 


0 UR RATES are 80 low (i loc) we can’t buy s 
tree TELUSTRATED WEEKLY, Topeka, Rane 
Deri arian meet ore 
ADDRESS C lor, Bradford, McKean 
DARE PRP Pm, 
Full line quality of Prin Pit Printers’ Ink oe prices. 


PREMIUM Music Books for y= 


novelty, an ye Ss. 
ea Aa 
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‘'.HE PEOPLE'S BLUSTRATED JOURNAL 
(monthly), pow Orleans, La. A Southern fam- 
ily magazine, it reaches Sou’ rn homes. maja 


PUT,25, 02 Zour list.” We have largest an: 
only successful Newspaper Clipping C= 
west of New York.. We want your paper free for 
our files Clemens News Agency, Box , San 
Francisco 1. 


‘THE OHIO STATE JOURNAL goes to the 
~~ best le in central Ohio. 


Dain ae of peo 
12,500; Weekly, 22, Sunday, 17,000. 
Realy all'the’ leading ge neral advertisors use its 
columns regularly 


WE will exchange “THE INDICATOR, a Na- 
tional Journal of Insurance (Eleventh year) 
with any new: riodical havin, 
surance de t. ddress F. H 
WORTH P BLISHING CO., Detroit, Mich. 


EFERRING to THE CAN ee NEWS, Geo. 


ae or an in- 


co rates of advertising, ete., address 
as & CO., Galveston, Texas. 





9 ART DE LA MODE proves an average 
of over 30,000 copies. Pa Tribune Bide? NY Y. 


2OOO srr er Te NAM FS, bent 
AGENTS’ % NAM AMES, Now Ones. 3 1000 00 for ac. 
PIANOS, ae 
arent a TERA, Wophiog: 


BOSTON. “Cattolene opt other big ad 

















vertisers ads. 
you. A. E. SPROUL, 658 Washington St. 


35 35,000 Farr Farmers Ayemy 


OFS gan. v visiting them in 
WOOD ENSPAVING Gagikieess 
{Qin SERRE spomys 











N. ¥. 





EY | + ESORAVED BUTTONS, 10¢. 
address a beautiful Steel 
peed rod Button of t arrison or Cleveland for 

10c. Agents wanted. BELLMAN BRO., Toledo, O 








rtoon-Portrait proposition will in- 
terest er live editor ond Lpeense the 














MY = ™ CHAS. eT HARPER, Columbus, oO. 
THE EVENING JOURNAL, 
JERSEY CITY, N. J. Cireulation, 15,500, 

Advertisers say it pays. 
b: 1 
Kate Fieli’s who pay fheir bills, are these 
: tte people you want to reach 
Washington you advertise! 
j Washington, D. ©. 
ATTENTION, PLEASE. 
We make Good Cuts at deus teten 1 col, Por- 
traits, ES + 1col. Buildings, $2.50; 2 col. ae, 
Sitoane stuff for boom editions. 
HICAGO PHO. ENG. CO., 185 Madison St., Chi. 
If you can write advertisements for 
your business better than I can, why 
don’t you set up an opposition shop in 





my line? If not, why don’t you em- 
ploy me? E. A. HEATLEY 
CuHtcaco, i. 
PARENTS + yp 
Our BALLOON KITE 


the market. So chea so henge Aged 
TIONAL ASSOCIATE AD. 


BLDG., CHICAGO, ILL, 


in 
VERTISING AGENCY, LAKESID! 
AGENCY, LAKESIDE 





PRINTERS’ INK. 








PUBLIC “>x;,, 


ertisers, 


OPINION esc. vor 





Tt} 55 A RARE BOOK 
FOR MEN, 
10 Cents Silver 
Mailed Secure. Or Siz 2 Cent Stamps 
P. 0. Box 108, 


NEW HAVEN, CONN. 


San Francisco Bulletin. 


, Largest hone “Circulation in California, 
High character, pure tone, 


FAMILY NEWSPAPER. 













Dodd's Arete Ave: Boston, S 
[Dodd's inl aN 
Send for Estimate. Jet 


5 


THE Home CIRCLE, 


ST. LOUIS, MO. 
75,000 Copies Each Month. 
An exceedingly desirable medium for 

GENERAL ADVERTISERS. 
Try 10 lines one time for $5.00. 
THE Home Crecie Pus. Co., St. Louis, Mo. 























RELIABLE DEALING CAREFUL SERVICE. 
ew” LOW ESTIMATES. «28 























How to Make 
RUBBER STAMPS. 
Use Latest Improved Process 
and a New York Vulcanizer. Cir- 
culars free. BARTON MFG.CO., 

338 Broadway, New York. 













‘Success With Flowers 


Is hailed as the BEST and BRIGHTEST 
Floral Magazine published. 


Paid in advance 
Circulation exceeds 50,000 Copies. 


Advertising received direct or through any 
agency. . 
THE DINGEE & CONARD COMPANY, 
WEST GROVE, PA. 


We WeconiuctN EWS PAPER 
ADVERTISING te Agency, 


WE GIVE TO ALL CUSTOMERS 
Judictous 










Experienced Unbiased 
TiittLt 45!) Opinions, 
Prompt mOrenian st And 
, Confidential 
Low Prices. Fervice. 


‘SUECESSFULY. 

CONTINUOUS ADVERTISING BRINGS SUCCESS! 
ADVERTISEMENTS DESIGNED, PROooFs SHOWN AND 
ESTIMATES OF CosT IN ANY NEWSPAPER 
FURNISHED FREE OF CHARGE. 


J, L. STACK & CO., hier” 




























acquainted with 
Bruce. the isher, 
—~ as and Mil 











Advertising in England. 


will be glad to furnish accurate and specific 
information at - $F the cost of any yplan of conver 
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INK. 





™ SPOKANE 
SPOKESMAN 


has 75 per cent more paid subscribers 
than ony, other daily paver. w — wee 
within miles of Spokan 














| WATCHES 


Are— 


“the Best PREMIUMS. 


Address the manufacturers direct. 
THE PHILADELPHIA WATCH CASE CO., 
140 So. Third 8t., Philadelphia, Pa. 





tising nglish 
mitted without charge. As a —1 > of my 
an eer I at that I am the London 
resentative of NTERS’ Inx, and I beg to 
re er specially to the f following 
From H. H. WARNER & Co., L’t 
Proprietors and Manuf’rs of Warner’s ‘ { sater 


medies, 
86 Clerkenwell Road, Lonpon. 
e have known Mr. F. W. Sears, the represen- 
tative of pny InK in land, for several 
ears, oe can Sontity as to his zy - and 
honest py . represent any 


and also 
— nblication, in Ej 
(Signed) H. WARNER & CO., L’t’d. 


Ceeresponmenee 3 invited. Address 
F. W. SEARS, Advertising A 
138 Fleet St., London, eas, 





PAREN CRCR RCN CN AR SRR CR RENNER CR CRA CIN 


P "PRINTERS INK K 
| PRESS, | 


® No. 8 Spruce Street, 


USNC NY ZX 
SORES NOSE 


K NEW YORK, 

NG ve 
Ds = ye 
% Solicits Orders for - - x 
v4 Re 
2» PRINTING & 
ge ar re 
& - - of Every Description. 2 
© s 


] 
Senynyxevan PONS OS suewanceny SS 











Over Le 000 per month 


Proved pte past Nine Months. 





Rates pues for 


quantity and quality of 
Circulation. 




















SEWING MACHINE i232: 3%" 














HE MACAZINE OF ‘CHRISTIAN L 


i No Religi without ] 
T iTERA TERS 
Specimen copies and rates on licatio’ hew Yor. 








36 Union organ of The General Federation of 
THE NEW CYCLE, Aes Sion, "Gnioago. 10 pet pom: THE CYCLE was 


The matter of a eg 


organ was presented and 


Chicago Inter-Ocean : 
Cro ah y Mrs. i “Cc. Croly, as editor was 


made the organ, and pledged the support of the Federation. 





Ghe Evening Wisconsin, 


THE MILWAUKEE EVENING WISCONSIN is 2 compet led to use two Perfecti to print 


its ie aby circulation, one Fee being sufficient to 
gaily, wet and it is all they have. CHAS. H. 
Cc AIKENS & CRAMER, Milwaukee, Wis. 





ad the circulation of ovary other Milwaukee 
DDY, Eastern Agent, 10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


PUBLICATION OFFICES : 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London. 
Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 
ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices or For Sale, 
two lines or more, 75 cents a line; Wants, six 
lines or less, one time, $1.00. Advertisements 
must be handed in one week before the day of 
publication. 





JOHN IRVING ROMER, EDITOR. 








NEW YORK, SEPTEMBER 14, 1892. 





THE publishers of the American 
Newspaper Directory have paid for the 
second time this year the $100 offered 
to any one who can prove to be incor- 
rect a rating printed in Arabic figures. 
The case is that of the Dixie Doctor, 
of Atlanta, Ga., published by T. H. 
Huzza, M. D., which was credited with 
5,500 circulation. The paper is re- 
ported to have suspended publication 
some time ago. Dr. M. B. Hutchins, 
one of the editors of the Medical and 
Surgical Fournal, offered the affida- 
vit of E. M. Evans, a sub-foreman in 
the job office of the Atlanta Constitu- 
tion, where the Dixie Doctor was 
printed, averring that the number of 
copies printed for the entire year was 
only 6,600. While the case was being 
investigated Dr. Hutchins, the infor- 
mant, became impatient and wrote a 
threatening letter, as follows : 

In the October number of Atlanta Medica/ 
and Surgical Journai | shall pubiish a state- 
ment of the payment of the $100 forfeit—with 
proper comments; or a full history of the case 
will appear—with proper comments and be 
sent where it ‘will do the most good.” I 
contemplate writing an editorial upon circu- 
lation lies—cheating and swindling. 

The money has been paid to Dr. 
Hutchins, not because of his threats 
but because his proof was convincing. 
The publishers of the Directory will 
not delay paying the forfeit as soon as 
proof is accumulated which would be 
accepted in acourt of law. In this 


case the foreman of the Constitution 
office declined to make any statement, 
and the word of a subordinate was ac- 
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cepted. But it would be manifestly 
unjust to the publisher of the pa 
making a detailed statement if the for- 
feit should be paid to an informant 
without making a full and thorough 
investigation. 





A CORRESPONDENT writes to Miss 
Gilder, apropos of her article in 
PRINTERS INK, as follows: ‘‘ Some. 
times the author, in conjunction with 
the publisher, makes a happy hit. | 
never shall forget the impression made 
on my mind by the startling announce- 
ment : ‘ Helen’s Babies Sold Here,’ nor 
how I rushed up to the stand and 
bought the ‘ babies’ which gave me 
and millions of others so much pleas- 
ure. Were it not for that sign and its 
startling announcement, I doubt if 
I ever would have seen or read that 
book.” 





THE manufacturers of the Kodak 
are omitting their familiar catch-phrase 
in recent advertisements. It certainly 
is possible to get too much even of a 
good thing, and the camera people 
evidently believe that a change of 
tactics is now in order. There are not 
a few advertisers who might be named 
who would be very reluctant to give 
up the use of a phrase that had borne 
such golden fruit, and would go on to 
the end of time shaking the same old 
bough. Perhaps they may get a sug- 
gestion from this example. 





IT IS A PRECEDENT. 


Funk & WaGNa.ts Company. 
New York, Aug. 25, 1892. 
Publishers of Printers’ Ink: 

GenTLEMEN—The inquisitorial spirit of 
Postmaster - General anamaker's letter, 
which you so completely riddle in this week s 
issue, should make every Somngnees man in 
the country think seriously. have estab- 
lished two newspapers, and I do not think 
one go in ten that applies for second-class 
rates has the claim to receive them that 
Printers’ Ink has. Yours, 

W. F. Copecanv. 

Editorial Rooms of the Voice. 

The above is a sample of many 
communications received. Said a trade 
paper publisher the other day: ‘I 
believe that almost any trade paper in 
the country could be excluded on the 
same grounds as PRINTERS’ INK.” If 
such rulings are to form a precedent, 
no publisher can feel sure but some 
jealous rival will succeed in involving 
him in the same sort of ruinous strug- 
gle with official stubbornness, 


Publication House of } 

















Publishers Are With Us. 


From the Mansfield (O0.) Evening News 
(Oficial Republican paper of the county). 


Postmaster-General Wanamaker, or the law 
officer of the Post-Office Department, has 
made a ridiculous ruling in excluding Print- 
gers’ Ink from the mails as second-class mat- 
ter. Printers’ Ink is a journal for adver- 
tisers, and under all ble and ibl 
rulings of law and equity is as much entitled 
to be rated as second-class matteras any other 
journal published in the United States. ‘I'he 
correspondence between the Post-Office De- 

ment and the publishers of Printers’ INK 
ie goeainued for several months and contin- 
ues to grow more and more ridiculous. The 
Department has made a mistaken ruling and 
instead of attempting to bolster up and de- 
fend it, should be honest enough to reverse 
the decision and apologize to the publisher of 
Printers’ Ink. 





From the Caney (Kan.) Times. 

Jodging from the manner in which that ex- 
cellent little journal, Printexs’ Ink, reached 
our table this week, we infer that Mr. Wana- 
maker has classed Geo. P. Rowell with 
General Beauregard and Printers’ Ink with 
the Louisiana Lottery. The last issue of 
Printers’ INK came by express, prepaid, just 
the same way, so the boy tells us, that lottery 
tickets are received. The 7imes is pained to 
know that our Postmaster-General is so ig- 
norant of the great value and intrinsic merits 
of Printers’ Ink as to class it with such a 
stupendous robber as the Louisiana Lottery. 
This little paper is a most welcome guest to 
our table, and we would not think of doing 
without it for four times its cost. 


From the Concord (N. H.) Monitor. 


The Post-Office Department has decided 
that the publication entitled Printers’ Ink 
is not admissible to the mails as second-class 
matter, but is subject to regular e, be- 
ing not “ originated and published for the 
dissemination of information of a public char- 
acter, or devoted to literature, science arts, 
or some special industry, and having a legiti- 
mate list of subscribers, as provided by law.”’ 
The correspondence on the subject between 
the publishers and the Department is volum- 
inous, and treats of every phase of the ques- 
tion, The Posmaster-General’s final letter, 
together with the comments of the editor, 
make the last number of Printers’ Ink an 
especially interesting and valuable one to 
publishers and peated unglerer. 


From the Ishpeming (Mich.) Press. 
Bre’r Wanamaker is proving a heavy load 
for the present administration. Pious John’s 
vargain counter methods may be all right in 
his Philadelphia store, but they are certainly 
out of place in the great postal department. 
Mr. Wanamaker has ruled Pxinters’ Ink, of 
New York, from the benefit of second-class 
postal rates because, forsooth, Printers’ INK 
happens to print the advertisements of the 
firm by which it is published, as well as those 
of other firms and individuals interested in 
newspaper advertising. Printers’ Ink is a 
weekly journal for advertisers, and the best 
published in this country, It happens to be 
printed by an advertising agency, which is 
very natural. Trade journals are usually ed- 
ited and published by men who know some- 
thing about the business. Where could a 
better qualified editor and publisher for a 
journal devoted to advertising be secured 
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than from one of the oldest and largest adver- 
tising ncies in the country ? 

Mr. Wanamaker not only is guilty of an act 
of injustice in this case, e is guilty of an 
act of most temptible as well. 
‘“*Pious John” himself publishes a month] 
advertising dodger, labtled Book News. tt 
contains nothing except “‘ puffs” of books 
for sale on John Wanamaker’s news stand, 
It does not even give the name of the pub- 
lishers of books referred to for fear an order 
might be sent direct by some reader. Yet 
honest’? John Wanamaker has the benefit 
of a sevond-class rate—a news per rateon a 
monthly price current—while Rowell & Co. 
are compelled to pay one cent postage on 
each copy of Printers’ Ink, because they 
advertise their own business, besides carrying 
the advertisements of over 100 other firms in 
addition. 

That Wanamaker is a humbug, few doubt. 
The man who teachesa Sabbath school on 
Sundays, and on week days advertises “* big 
reduction in price of poker chips”’ is only su- 
perficiously pious. It is currently reported 
and has never been denied, that the price paid 
by Wanamaker for his place in the Cabinet 
was the raising of a campaign fund of $100,000 
in 1888. The country has suffered tenfold 
that sum by the arbitrary and despotic rulings 
of the petty tyrant who lords it over the 
postal department. 

From the Monroeton (Pa.) Enterprise. 

No other publication comes to our office 
which we hail with more delight than Print- 
Exs’ Ink, published by Geo P. Rowell, New 
York, for the reason that we never tire in 

rusing its lively pages, which are full of 
information for the printer, and the adver- 
tiser alike, as well as to any other man who 
seeks useful information, Why such a 
publication, which is under the guidance 
of the most honorable journalism, should 
be deprived of the same privileges which 
other journals of its class enjoy in pass- 
ing through the United States mails, we 
cannot comprehend, and as Mr. Wanamaker 
does not show a reason for it, such actions are 
not only reprehensible, but unpardonable, and 
should call forth the condemnation of every 
honest publisher of America. 


From the Pierre (S. D.) Rustler. 


The action of the Post-Office Department, 
or rather that branch of it under the Third 
Assistant Postmaster-General, Mr. Hazen, in 
closing the second-class rates to such news- 
ae not suit him personally, or that 

appen to be passed upon during his ‘‘ off” 
days, is a glaring example of how little quali- 
fied for a public trust are some of the profes- 
sional politicians who obtain such positions. 

There is no attorney or advocate so skilliul 
as to be able to show a point of justice in the 
discrimination of Mr. Hazen. The publica- 
tion Printers’ Ink is in the judgment of any 
candid and honest person as much entitled to 
admission to this class of publications as any 
periodical now passing through the mails, and 
yet it appeared necessary to this usurper of 
the oe e’s rights to refuse this exemplary 
publication the use of the mails except it be 
sent as a circular. 


From the Lafayette (Ind.) Leader. 


In its controversy with Postmaster Wana- 
maker as to the rights of Printers’ Inx in 
the mails, the publishers of Printers’ Inx 
have the argument, but unfortunately for 
them Mr. Wanamaker has the power. And 
this power is costing the publishers of Print- 
ERS’ INK $500 per week. 
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Advertising 
inthe = = 
Sunday Mercury, 
NEW YORK, 
Pays = .- 
Handsomely. 





The Mercury is the oldest weekly 
Sunday newspaper in the United 
States, and by unceasing enterprise 
has maintained its position at the 
head of the procession. The MER- 
cury is the only Sunday weekly 
paper that has its own plant and re- 
quires two of Hoe’s fastest perfect- 
ing presses to get out itsedition. Its 
average circulation for the past year 
has been 108,700 copies per week. 


Rates - - 
Are Low. 


Sunday Mercury, 


NEW YORK. 
Write for 





_ Estimate. | _ 


A Cheap 
And Reliable 


Novelty Clock. 


Height, 94 we Handsome 


4-inch Dial. 
Finish. 





Suitable for Premiums. 
Price remarkably low. 


In lots of 100, $1.50 each. 


Larger lots, special yetecs, Will be 
leased to make up a sam le bearing 
your own advertisement for 
clock made without adverti: ng matter. 
Write for illustrated price list. 


BAIRD CLOCK CO., Plattsburgh, N.Y. 
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You Want 
The Best. 


We Can Give 
It to You. 


The BEST Advertising Medium 
through which to reach the best 
rural residents of 


Pennsylvania, 
New York, 
Ohio, 


and the States adjacent to these, is 


The National 
Stockman and Farmer 


Pittsburgh, Pa., and Buffalo, N. Y. 


See It 


Before Closing Contracts. 





ee te > te te te pe et et 


In selecting your 
papers for advertis- 
ing, be sure you 
have 


The New Orleans Delt 


on your list. 


DAILY, 
SUNDAY, 
WEEKLY. 


The best circulation 
in LOuIsIANA and 
MISSISSIPPI. 


SOS SSVsesesosesesesesessesds 


: 
| 
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It Pays to 
Advertise 


STRICTLY 
FIRST-CLASS 
GOODS IN 


The Arena 


Magazine 


Not high priced 
But high grade. 











ARENA PUB. CO., 
Copley Square, 


BOSTON, - MASS. 


A Striking 


Announcement 


Of anything which appeals to prosper- 
ous householders, if made in these pa- 
pers, can hardly fail of success, 

YOUR PART lies in having the article 





to sell at a reasonable price. These 
papers 
furnish the Sunday School Times. 
introduction PHILADELPHIA. 
into over Prestyertan. 

Lutheran Observer 
260,000 National Baptist. 


homes, with 
the endorse- 
ment which Ref'd Church Messenger 
attaches to Eplecepal Recorder. 

a statement Christian Instructor. 
coming from pancues Recorder. 

t ted utheran. 
Fee ty 4 Presbyterian Observer. 


OUR PART is to arrange for the com- 
bined or separate use of these papers. 
We do it in the way to give advertisers 
the least trouble and the greatest cer- 
tainty that their orders will be properly 
filled at the proper price, with all the 
advantages that can be had to make the 
advertising as satisfactory as possible. 


= Over 260,000 Copies 














American 
Newspaper Directory 


TSe9O2. 
GEO. P. ROWELL & (0,, 


Publishers. 
TWENTY-FOURTH ANNUAL VOLUME. 


Fifteen Hundred Pages. 





This work is the source of information on Sta. 
tistics of Newspapers in the United States and 


Canada. 
Advertisers, Advertising Agents, Editors, Poli- 
ticians and the De rtments of the Government 


4 upon its tements as the recog’ 
authority. 
In it are catalogued more than 19,000 news- 


papers. 

i gives a brief description of each place in 
which newspapers are ae stating name 
of county, population of place, etc., ete. 


PRICE, FIVE DOLLARS. 

Sent to any address on receipt of price. Address 

AMERICAN NEWSPAPER 
DIRECTORY, 








10 Spruce Street, New York. 


Religious Press 
We 


Association 
Believe 


Phila 
That a straight, honest business 
always turns out best in the end. 
A little money is sometimes 
made on catchy schemes and 
doubtful enterprises, but a per- 
manent business can be built up 
and maintained only by square 
dealing. The process of get- 
ting rich is sometimes a little 
slow, but the result is usually 
gratifying. The Rural New- 
Yorker has aimed for 50 years 
to merit the confidence of its 
readers, and as a result it has a 
larger list of permanent sub- 
scribers than any other farm 
paper in the country. We point 
with pride to the class of ad- 
vertising in its columns. 


THE RURAL PUBLISHING CO.,, 
Times Building, New York, 
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THE CATALOGUE IS OUT. 


It is filled with good things for Premium users. NEWSPAPER MEN want 
it now while compiling Fall Offers. Soap, Tobacco, Novelty 
Manufacturers, Seedsmen, Coffee Roasters get 
suggestions from its pages. 


HIGH VALUE at LOW COST is the SECRET of SUCCESS 
in the PREMIUM BUSINESS. 


Send for the Catalogue. Net prices are in it. 


EMPIRE PUBLISHING CO., 
146-148 Worth Street, - - + NEW YORK. 


THE THREE CIANTS’ LIST. 


Circulates in over 25,000 post-offices (nearly every post-office in the United States and Canada), 


Canadian Agriculturist, Ladies’ Home Magazine, The Fireside Journal, 
PETERBOROUGH, ONT. 














Orrice or G. W. Wyatt & Co., Watchmakers and Jewelers, 
Peterborough, Ontario, April 4, 1892. 
THREE GIANTS, Peterborough, 


Canada : 

Gentlemen—I placed an advertisement of our cheap watches and rings in your publications last 
ear and received most gratifying results therefrom. Up to October 10 we received Nineteen 
‘undred direct answers. Our new advertisement which followed, of a similar character, was even 
more successful in bringing us business. For the three months ending March 31 our sales of rings 
amounted to 58, and a co’ ndi: number of watches. We intend advertising in no other 

papers in future, as The Three Giants fills the bill. It is a literal gold mine to advertisers. 

Yours truly, G. W. WYATT & CO. 





Rates for the entire Combination, 40 cents per line. Send for Estimate. 


B. L. CRANS, 10 Spruce St., New York. 
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| 300,000 COPIES OF 
the Mayflower 


(Published at Floral Park, N. Y.) 


WILL TELL YOUR STORY, AND TELL 
IT WELL, TO AN EQUAL NUMBER OF 


; PAID-UP SUBSCRIBERS. 


INVESTIGATION COURTED. 
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JOS. J. DE LONG, - - Manager, 
89 TRIBUNE BUILDING, NEW YORK. 
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PRINTERS’ INK. 


THE NEW YORK LEDGER 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 
it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Sprace and William Sts., New York. 


Che Christian Advocate. 


Official weekly metropolitan newspaper of “ The Methodist Episcopal Church.” Circulation. over 

50,000 guaranteed. We invite correspondence from advertisers who would like to reach our 

people, and whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th St., New York. 


The Muscatine Journal, 
The Clinton Herald, 
The Ottumwa Courier. 


THREE IOWA PAPERS of standing, circulation and influence. 


‘All in one family.” For rates, &c., address direct, or to 


LEE & MAHIN, 808 Tacoma Building, Chicago. 


TO SELL MORE GOODS :— 


That is the object of advertising—first— 
last—always. But it must be well done. 
It must be made to pay. How? Let us 
help -you at it. 




















THE ROBINSON-BAKER 
ADVERTISING BUREAU, 
107, World Building, N.Y. 





Best ADVERTISING FOR CHICAGO 


THE WORLDS FAIR BULLETINS. 


MAMMOTH DISPLAYS AT “ALL POINTS 
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PRINTERS’ INK. 





Reaches over 20,000 9 «—«'N THE UNITED stares, 
Post Offices AND MORE THAN 


This establishes our claim that 


‘* it circulates around the 1,400 IN FOREIGN 


world.’’ 


a READERS. COUNTRIES. 


AMERICAN AGRICULTURIST, NEW YORK. 















Wilson’s Raven Black 


IS GUARANTEED TO BE THE 
BEST INK IN THE MARKET. 


Westfield, N. Y., Aug. 12th, 1892. 
W. D. WILSON PRINTING INK CO. (Ltd.): 


Gentlemen--We hope that you are meeting with the success 
that you deserve in the manufacturing of so good an ink as the Raven 
Black at so low a figure. 

Cc. E. FENNER, 
Manager Printing Department. 


We send a pound sample of Raven Black, expressage 
prepaid, for the sum of One Dollar, cash with order. 


W. D. WILSON PRINTING INK CO. (Lid.), 


: 

: DRUGGISTS’ NATIONAL CO-OPERATIVE UNION, 
iy 
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10 SPRUCE STREET, NEW YORK. 
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ALLEN’S * 
LISTS 


are as beneficial to an adver- 


tiser as is good air to an in- 
valid. of 


The getting of the one and 
the using of the other costs 
something; but their worth 
equals many times the cost. 








FORMS CLOSE ON THE 18th. 


E. C. ALLEN & CO., Prop’s, AUGUSTA, ME. 
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10,263 
This was the average Daily 
Circulation of THE MEMPHIS 
Daly Scimitar for August, 
1892. Its circulation now 
far surpasses that of any 
other daily newspaper in 
¢ Tennessee, 
a Alabama, 
Arkansas or 
Mississippi. 


MEMPHIS SCIMITAR. 


Memphis Mirrored in the Scimitar. Circulation for 3 Months 


Tue Scimitar is the only Mem- June, 9,380 
phis Daily which makes a de- 
tailed statement of circulation. July, 9,851 
Books and press-room always 


open to advertisers. THE Scimi- August, 10,263 


TAR is a high-class journal of Sworn to before me, this Ist day of 
wide influence and power. September, YOUNG, Notary Public. 
For rates or other information, address 7 


R. A. CRAIG, 41 Times Building, New York. 
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The Salt Lake 








Daily Tribune 





The Only Seven-Day Paper Published 
Between Colorado and San Francisco. 





The Irrepressible Advocate 
» « Of American Principles. 
Recognized as the Foremost 
hk, Champion of Silver. 
® Matchless in Editorial Strength. 
® Unsurpassed in Telegraph Service. 
&® Unequalled in Typographical Appearance. 





Absolutely Guaranteed to Non-Resident Advertisers : 

THAT THE SALT LAKE TRIBUNE has a LARGER CIRCULATION 
than that of every daily published in the Territory combined. 

THAT THE SALT LAKE DAILY TRIBUNE has a larger circulation in 
Idaho, Nevada and Wyoming than any paper published in the States 
named. 

THAT The class of patrons are of such a character as every reputable ad- 
vertiser desires to reach. 


THE TRIBUNE, Salt Lake City, Utah. 
S.C. BECKWITH, 
SOLE AGENT FOREIGN ADVERTISING, 
509 “ The Rookery,’”’ CHICAGO. 48 Tribune Building, NEW YORK. 
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“& PROVED & 
The St. Louis Republic 


- = OFFERS = - 


Circulation Evidences 
TO THE POINT OF 


ABSOLUTE DEMONSTRATION. 


A Daily average considerably exceeding 50,000—thousands 
more—is the showing for July. This includes only the Daily 
and Sunday Editions, and the claim will be substantiated not 
only by affidavit of the publisher, but by the report of a com- 
petent expert, delegated by a leading advertising agency to 
make a thorough investigation in verification of the figures. 
THE REPUBLIC claims a larger bona-fide circulation, 
Daily and Sunday, either in the city of St. Louis or country 
outside of St. Louis, than any other St. Louis paper, and an 
average aggregate twenty-five per cent greater than the St. 
Louis paper next in rank. In substantiation of its claim it 
offers its books and records for examination, or will send a 
copy of the report made by an expert recently delegated by 
a leading advertising agency to verify the figures. 

An average for its Weekly, reaching 134,000 during July and 
exceeding 130,000 during the past three months, will be proved 
by fac-simile copies of Post-Office receipts and the affidavit of 
the publisher and corroborated by an independent expert report. 
A pamphlet of 45 pages, giving the Weekly circulation by States, 
Counties and Post-Offices. will also be sent. 


@ 
The Advertising Rate of THE REPUBLIC per Thousand 
of Circulation is Extraordinarily Low 


for all Editions. 
© 


THE REPUBLIC, St. Louis, Mo. 








Address all Inquiries, 














The Pittsburg 


Chronicle 
Telegraph 


(Established 1841), 
Has Greater Telegraphic Facilities than 
any other paper in Western Penn- 


sylvania. 





$23 


Has Eight Pages of the cleanest and 
best reading. Is published from the 
most complete newspaper building 
in the State. 


eo? 
o° 


$90,000.00 


Worth of additional presses will be 
delivered in November. 
These would not have been ordered did not 
the growth of circulation demand it. 


$93 
Place your order now and get the benefit 
of the still larger circulation which is bound to 
come with the increased press facilities. 





C. J. BILLSON, 
86 & 87 Tribune Building, — = New York City. 
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I’s a Fact, 
Not a Theory, 


That there’s no ‘‘royal” road to successful journalism. 
Certain factors are absolutely necessary—brains, en- 
ergy and capital, for instance. The mere possession 
| of these, however, is not sufficient—they must evolve 

a NEWSPAPER, or they won’t succeed. A certain 
standard of excellence, when once arrived at, must be 
maintained, or the enterprise will lose ground or fail 
absolutely. Fully appreciating this fact, and working 
assiduously on these lines, the 


HILADELPHIA ITEM - 


attained both circulation and corresponding influence. 
Every demand was met by additional facilities for 
production and distribution, and Five new Hoe 
Quadruple presses were put in and the Wholesale 
delivery service extended, until the handling of 
the enormous editions every day in the week was 
complete and systematic. Only the most perfect 
organization and close attention to detail could print 
and distribute in six months 


35,456,488 


copies of THE ITEM. Here is its sworn-to circulation 
for the first six months of ’92: 


sae 197,679 $ ccm 187,886 
Average Weekly, 49,747, 


Advertisers who appreciate circulation need no further 
hint. The medium is here. It is open to all, at fair 
prices, and it will always yield a healthy return. 


$. C. BECKWITH, rorcicn Mavercning, New York and Chicago. 
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Fig 00,000 


TRUTH CIRCULATION, 


300,000 


READERS 





A Phenomenal Evening Paper. 
The press of Chicago is such a very able one, from both business and 
editorial standpoints, that when one paper takes a lead which is as 
phenomenal as the 


hicago Mail 


has taken, the public is at once interested to know how it was done and 
who deserves the honor for the achievement. Last November Mr. Jos. 
R. Dunlap became the proprietor and publisher of THe Mau. Mr. Dun- 
lap is well known in journalistic circles, not alone in Chicago, but 
throughout the entire country. He started in with all the energy of his 
nature to built THe Mai up to its proper position and impart to it 


Character 


How well he has succeeded in his undertaking let the new and substantial 
quarters in the midst of what is known as Newspaper Row, the large adver- 
tising patronage, the enlargement from 4 to 8 pages, and the largely increased 


Circulation 


tell the story. From twenty-five to thirty columns of advertising usually ap- 
pear, and the increase is so steady that on some occasions 16 pages have to 
be issued to give the usual reading matter. The class which it reaches, its ad- 
vertising patrons, and its circulation guarantees the best of 


Client 
Greatest railway center in the world; 
TA euNe 
BUILDING 
NEW YORK 


Greatest grain market in the world; 
S.C BECKWITH 


Greatest lumber market in the world: 
HE 
GHICAGO. 





Chicago: .. 






Greatest live-stock mart in the world ; 
Greatest stove market in the world ; + 
Greatest fresh water-port in the world. 


*{ can soon proclaim itself the greatest evening 
the Mail daily in Chicago, ; 
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CARLETON & KISSAM 





WILL B. WILDER, IN AUGUST ‘‘ FAME.” 


——aw CONDUCT 


‘*In the street cars the man you want to 
interest is pinned to the spot opposite your 


card for fifteen or twenty minutes and he has | H E | R 
no resource but to study your advertisement, 


whether he wishes to or not.” 








Street Car Advertising 


IN SUCH 
A 
MANNER 
THAT 








**You needn’t wave a flag at your man or 
shriek in his ear, He is already listening to 
you and is even disposed to be grateful to 
you for talking, and will link a pleasant 
recollection with you if you are only passably 
agreeable. The name of your wares will 
have made an impression upon his retina and 
upon his brain in the first 60 seconds of his 
journey.” 





EVERY WORD of the extracts from 
Mr. Wilder’s article is substantiated in 
the 6,000 ‘Full-time’? CARS under 


their control. 








‘*You may count with fair certainty upon 


having your card read, whether it be long or OFFICES: 


short, bright or stupid. 


It is better than 


nothing, and people will read it through | Boston, New York, 
sheer ennui. You can afford, therefore, to Chicago, Cincinnati, 


tell your strongest facts. 


If they give the 


reader something to think about he will be Providence, Buffalo, 
the more attracted and the more indebted to Columbus, St. Paul, 


you. The use of verse or jingles in street 


car advertising is particularly happy. Jingles Minneapolis, Duluth, 
stick in the memory like burrs. In a news- Pittsburgh, Newark, 


paper or magazine they are pretty sure to 


command a reading ; in a street car they are Rochester, &c. 


pretty sure to command re-reading until they 


are learned by heart.” 
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| BOYCE’S BIG THREE] 


400,000 COPIES WEEKLY 


2-5ths c. per Line per |,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per 1,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per {,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per 1,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY | 


2-5ths c. per Line per 1,000. 
Best Paying and Cheapest Advt. Offered. 


400,000 COPIES WEEKLY 


2-5ths c. per Line per !,000. 
Best Paying and Cheapest Advt. Offered. 


| BOYCE’S BIG THREE |} 


—— — ? Wont An onvt . disc ued a time. ~~ - 1.00; 
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EDGE 
wd 
Agency, or direct W. D. BOYCE, CHICAGO, ILL. 
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Out West, 
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Daily, 18,855; Sunday, 23,850; Weekly, 6,000. 


It tells the plain, unvarnished truth, and nails it to the 


the land where the sun goes to rest, giving 
each cloud a golden lining, the newspaper 
publishers, like their Eastern brothers, some- 
times imply, or leave it to be understood, that 
their circulation is larger than it really is; but 
there are exceptions, and the most conspicu- 
ous in the State of Colorado is 
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re Denver Republican 










mast-head without coloring. Advertisers know just what 
they buy and get what they pay for. Advertisers, like 
farmers, reap as they sow. When you buy space in the 
REPUBLICAN you sow to success, and in a rich and fer- 
tile field, that must produce a full and golden harvest. 
By advertising in the REPUBLICAN you attract the ut- 
most attention.of the entire purchasing community, as it 





S.C. BECKWITH 


RO 5KERY 





Is the Paper! 
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Advertising 


) 


\ 

is Not a Game 
Of chance; neither is good ball-playing. A good team is what is zs 
wanted. A man with a cool head and a trusty right arm in the 
pitcher’s box, a catcher with nerve, quick and sure, three alert and 
safe basemen, and a lightning athlete for short-stop,—these, supported 
by wily and errorless sprinters in the field, playing together, safe 
batters, too, and in practice, will snatch victory from all the boast- 
ing duffers the world can pit against them. It’s a case 
where the race is to the swift—and the sure. 

All depends on the players. So in advertising—every- 
thingdepends == on the newspapers ; they are the advertiser's ( f 


players. A sagacious selection = Ml proper 
placing of these and his team will win the gam every 
time. To trust to luck he will pound more than his a 


—he will pound his bank account, and the world 
but jeer him for his stupidity. 


In The Boston7<_ Post 


“as, 
A newspaper, 


Its strength, nerve 
increasing years; 


You have a rattling good player. 
unlike the athlete, never grows old. 
and influence grows with 







greater the age, greater its cir- culation, the stronger its 
character and force and great- er the value and pull of its ad- 
vertising columns. THE Post has been in the field for Ong 


HUNDRED AND TWENTY Years. It has become an 
unchallenged athlete among the Autocrats of 
the Breakfast Table. OVER 40,000 ure 
now printed and 
And this in 


its suburbs— 

chester, Brook- 

of ville, Charlestown, 
Cambridges and 

No city in the 

beautiful and enjoy- 

ings; you would 

money to go into 


sold daily. 

Boston and ape 
Roxbury, Dor- 

line, Somer- ( 
Chelsea, the “ 
the Newtons. 

world has such 

able surround- 

think you had 

some of these 


= 


model suburban homes. No 
newspaper printed in the English tongue has such an —— 
intelligent, wealthy clientage. Boston can “play ball ;” —— 


Boston, with its half million of clever people, with 
their ability and abundance, is the 
first base on the diamond. To sup- 
port your work you need a 
player and a base-hitter for 
first baseman. Make up 


orion” 358 s®* Itis 
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WILL SIGN FOR YOU. 
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